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Factors Influencing Consumer’ s Decision to Purchase Used Cars in

Mueang District Chumphon Province
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ABSTRACT

This research aims to study the factors influencing consumers’ decision to
purchase used cars in Mueang District, Chumphon Province, focusing on the 7Ps
marketing mix: product, price, place, promotion, people, process, and physical evidence.
The study also seeks to explore effective marketing communication strategies and
techniques that can enhance the performance of used car dealerships in the area.
Additionally, it examines the differences in consumer purchasing decisions based on
demographic factors. A quantitative research approach was employed, collecting data
from 400 respondents using multi-stage sampling. Data were analyzed using descriptive
statistics, t-tests, ANOVA, and multiple regression analysis.

The findings revealed that most respondents placed high importance on product,
price, promotion, and employee communication. Process and customer experience were
moderately emphasized, while distribution channels had the least influence. Demographic
factors such as gender, marital status, age, occupation, income, education level, and
household size showed statistically significant differences in purchasing decisions.

This research provides insights for developing suitable marketing strategies
tailored to the local used car market context, particularly emphasizing the need to adapt

distribution channels to meet the evolving behaviors of modern consumers.

Keywords: Marketing Mix Factors, Purchasing Decision, Used Cars, Mueang District,

Chumphon Province
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